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TASK



Reframing Tourism 
for Cultural Routes



TOURISTS



TYPE OF REGION?

rural area, “lagging-behind”, mass tourism hub, destination-brand…





Redefining tourism from extraction to symbiosis 
/ dismantling the stereotype / 





From Cultural Assets to 
Market-Ready Products



TOURISM IS A COLLECTION OF 
EXPERIENCES AND SERVICES = 

A PRODUCT

A PRODUCT = PRICE, TARGET 
GROUPS, SALES CHANNELS, 

LOGISTICS, MARKET 
PLACEMENT, (BUSINESS) 

PARTNERS….



Tourism as a set of experiences and services = product = price

• accommodation (for large groups, individual guests, different categorization*)
• catering services (tradition, gourmet)
• attractions (Vasarely gallery - expert guidance, Zsolnay Cultural Quarter, Chocolate (work)shop, 

Synagogue, ZOO... one ticket = more experiences // sea, pyramids, old towns-fortresses, amusement 
park)

• accessibility - transport connections, people with disabilities, cycling and hiking routes
• events - community vs. or & tourism-as the motive of arrival
• communication - promotion on the market, communication on-site - marking, visual branding of 

landscape
• special offer: wellness, art, creative and culinary workshops, healthy eating courses, "story telling" 

course,...
• AUTHENTICITY - people, culture, customs, food, space, architecture = stories
• people/locals - from producers, experts, guides, agencies, hospitality workers... 
• interaction and involvement: EXPERIENCE, EMOTION, CONNECTION! 



Concentration of offer is the key!
Tourism grows where there is a concentration of services and 

products.



CULTURAL TOURISM AS A SET OF EXPERIENCES AND SERVICES = 
PRODUCT



INTERACTION           ANIMATION

INTERPRETATION



LOISIUM WINEXPERIENCE WINEWELT



EVENTS 

Events as one of the tools of symbiosis of culture 

and tourism: Roman parade in Pecs, 

Vinalia, Wine&Art in Osijek // AUDIENCE DEVELOPMENT…

Strong visibility tool, tips&tricks, “free PR”

Experiences, Interaction, Emotions….



#ROMANSWINEDANUBE 
project



EVENT THAT CONNECTS THE ROMAN EMPERORS AND DANUBE WINE ROUTE 



PRODUCT THAT CONNECTS THE ROMAN EMPERORS AND DANUBE WINE ROUTE 





Culture & Tourism



AUTHENTICITY

FINALLY!!

“One day last year, two guests from Germany who had traveled all over Croatia came to our hotel in Osijek. 
When they arrived, they started shouting “Finally!! Finally!!”. Of course, we looked at them with 
questionnaires, and then they explained to us that in Slavonia there are no restaurants and cafes intended for 
tourists, but that all the places are actually places where local people stay. This “Finally!” was the delight of 
finally discovering the real Croatia. Interaction with the local population is something that guests really 
appreciate, and we take it for granted. Slavonia is a miracle because it is authentic, not ‘formatted’ for 
tourists.”

Jasmina Poznić Krkić, Maksimilian, Osijek

CULTURAL ROUTES PROVIDE AUTHENTIC “CONTENT”, HERITAGE, CONTACT WITH THE LOCALS…



The Route as a Network, Not a Line













The Network as the Engine of Sustainability



Route Project & Funding



Trends, Project Opportunities, 
 and Future Directions



Global Tourism Trends



Global trends

• technology technology technology – apps or not – mobile - social

• escape from technology (so that it is at your fingertips)

• personalized travel

• interactivity, involvement, learning: experiencing a destination with a local

• search for authenticity: new destinations

• investment in personal development

• safety as one of the priorities

• Contributing to the change: tourists as ACTIVISTS 



Global trends

• Active and Holistic Wellness: Wellness travel has evolved past traditional spas to include 
multi-day hikes, science-backed longevity therapies, and active escapes like village cycling. 

• Tech-Enabled Personalization: AI agents, chatbots, and biometric technologies are 
standardizing the trip-planning process, providing seamless, hyper-tailored in-destination 
experiences. 

• "Anti-Tourism" and the Hidden Season: Driven by overtourism in major European and North 
American hubs, travelers are increasingly visiting secondary cities, off-season windows, and 
milder climates to avoid peak crowds.

• Emerging Markets: Major tourism hubs are experiencing a shift as travelers seek less 
saturated, culturally rich destinations. 



Co-work with your visitors
Educate visitors

Co-create with your network



Experience + Authenticity 

= emotion

= memory

= personal experience

Repeat “purchase” / invest in the system

PEOPLE – MOTIVATION – NETWORK - COOPERATION – GROWTH



Key Strategies and Best Practices

• Community-Led Tourism: Engage local residents in destination management and decision-making to 

ensure tourism benefits the community rather than exploiting it. Ensure revenues stay in the local 

economy through locally owned accommodations, guides, and businesses.

• Authentic Storytelling: Avoid the commercialization or "theme-parking" of local traditions. Prioritize 

educational, immersive experiences led by local experts and traditional artisans.

• Visitor Management: Implement timed entry, capacity limits, and smart tourism routing to protect 

vulnerable heritage sites from overtourism.

• Environmental Responsibility: Adopt circular economy practices, such as reducing waste, minimizing 

plastic, and promoting green transportation options.

• Cross-Cultural Respect: Educate visitors on sustainable travel behaviors that respect religious, social, 

and historical norms to avoid cultural arrogance.



Sustainable Cultural Travel

KEY MESSAGES

Promote slow, authentic, respectful, 
community-based travel experiences 
that value local heritage, support 
resident livelihoods, reduce pressure 
on fragile sites, and encourage longer, 
deeper stays by culturally engaged 
visitors.

PROMOTION AND IMPACT

Use low-cost tools like the route 
website, shared social media and 
storytelling to reach niche 
operators and bloggers, track 
visits, seasonality and satisfaction, 
and focus on quality visitors with 
responsible behavior.



Each scribble is a different story.                                   
Stories need to be told to be alive.

Each story is interconnected network that connects
people and places, creating values, identities…. 
experiences & emotions!  

Expanding traveler's awareness, generating new values 
and understanding the differences and similarities.. 

SHARE YOUR EXPERIENCE!



SUSTAINABLE AND BALANCED TOURISM MANAGEMENT

BUILDING NETWORKS THAT WORK 

PROJECTS

Promoting and Supporting Collective Sustainability Actions

= management that works = balanced tourism 

NETWORK! NETWORK! NETWORK! NETWORK! NETWORK! NETWORK! NETWORK! NETWORK!



THANK YOU FOR YOUR ATTENTION!

KÖSZÖNÖM!

HVALA!
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